An analysis of the dimension of sustainability in the context of competing for the title of the European Capital of Culture (ECoC) is included in the article. The authors of the research agree that the proper integration of cultural policy into the social system impacts and changes cultural values and beliefs, shifting them towards sustainable behaviour and sustainability. Many authors analyse the interrelation between culture and sustainability, thus defining the role of culture for sustainability. However, few discuss possible approaches or tools, which may offer assistance in the matter of how to reach sustainability in the context of culture. Design/ Methodology/ Approach: Research is based on the comparative analysis of the applications of the respective cities. The TBL methodology is implemented using the content analysis method as a tool. The outcomes of the content analysis are then used for the elaboration of the qualitative multi-attribute model using the DEX methodology. Results: While analysing bidding documents for the ECoC we: a) define the importance of the marketing plan (described as a comprehensive action) and b) argue that ECoC marketing needs to be turned to "sustainability marketing" as it is described and defined by many authors. Conclusions: The ECoC Commission should consider the importance of culture for sustainable development and, respectively, should evaluate the marketing plan of applicants under the sustainability framework.
Introduction
Culture undoubtedly affects sustainable development, as has been acknowledged by many authors (Hawkes, 2001; Nurse, 2006; Fithian and Powell 2009; Maraña, 2010; Scammon, 2012; Sazonova, 2014; Immler and Sakkers, 2014; Dessein, Soini, Fairclough and Horlings, 2015) . Moreover, culture could be treated as a key element for the concept of sustainable development (Opuku, 2015) , capable of linking different areas of policy (Dessein et al., 2015) . The European Union, for this reason, developed the Programme of The European Capital of Culture (ECoC, hereafter -the Programme) which is arguably one of the most successful of all cultural projects (Lamza -Maronic et. al, 2011) . It is strongly believed that the ECoC initiative significantly maximises social and economic benefits, especially when the events are embedded as part of a longterm culture-based development strategy of the city and the surrounding region.
The integration of cultural activities of the Programme should develop links between different domains (e.g. culture, education, tourism, territorial planning, social services, etc.) and help to build sustainable partnerships with economic and social sectors. According to Dessein et al. (2015, p.44 ) "culture is a key factor in the adaptation and learning new practices". Chiu et al. (2010) state that people act on the beliefs and values they perceive to be widespread in their culture.
Marketing, therefore, appears to play a not insignificant role in the competition for the title, while there is a requirement pertaining to the integration of the ECoC project into the common strategic plan of the city and of its appropriate marketing. As Van Aalst and. Van Melik (2012) note, municipalities look for the opportunity to implement mega-events. Despite the fact that marketing is defined as an obligatory action for the ECoC project and that marketing costs should be planned in the budget and approved by the awarding Commission, Lamza- Maronić et al. (2011) have revealed the huge discrepancy in the marketing budgets of the respective candidate cities, as well as the means/tools of promotion [advertising] . In this way, city governments compete in the performance of their duties and provide public value for citizens. Appropriate marketing facilitates communication of the ECoC, not only during the designated year but in the preparatory period as well. Marketing success relates to the choice of the appropriate audience.
If culture is perceived to be so important for sustainable development, why then could marketing not be the means of spreading the idea of sustainability within a particular society or even shifting (transforming) that society towards the sustainability paradigm? The role of social marketing in changing individual or societal values, beliefs and behaviour has been defined by authors such as Thaler and Helmig (2013) , Senkus (2013) , Pykett et al. (2014) , and Wróblewski (2016) among others. The marketing strategy of the ECoC, thus, should also include social or even sustainability aspects (complex interlinks between social, environmental/ecological and economic dimensions). Sustainability marketing criteria, however, are still missing from the current applications and reports and are thus the main focus of this article.
We argue that the variety of applied marketing approaches for the management and implementation of such a complex event as the ECoC should consider sustainability marketing as it is defined by Belz and Karstens (2005) , Peattie and Belz (2010), Nkamnebe (2011) , Rakic and Rakic (2015) , Lim (2016) and others. The requirement for sustainability marketing should be added to the criteria by the respective Commission of the ECoC and evaluated while choosing the winner. Marketing tools that could foster any city's sustainability should compulsorily be planned in the preparation period and displayed in the application (bidding) forms of the candidate cities.
Sustainability, according to complexity theory, is defined as a complex system (Peter and Swilling, 2014) . Sustainability marketing as a process includes economic, environmental, social, ethical, and technological dimensions (Lim, 2016) proving its complexity as well. This allows one to argue that marketing in terms of the ECoC should be based on and evaluated using the Triple Bottom Line approach (TRB, further -the Approach). The Approach is explained in detail by numerous authors, starting with John Elkington in his 1997 book "Cannibals With Forks: The Triple Bottom Line of 21st Century Business"
The case of Lithuania has been chosen to provide the context for an analysis of the problem. The synergetic effect of culture and tourism plays a crucial role, both for economic growth and labour market development. Cultural tourism not only helps to protect cultural heritage, but also opens new prospects for collaboration among different sectors, creates attractive tourism products, and stimulates innovations (see Aubert et al., 2005) . This is the reason why cultural tourism is distinguished as one of the primary spheres of Lithuania's development. Furthermore, a special measure dedicated to the protection of cultural heritage was funded by European Structural Funds in the period of 2007-2013. During the current EU structural funding period of 2014-2020, additional measures are planned resulting in the creation of cultural tourism routes and the promotion of the country's cultural tourism at an international level. Digital marketing is among the most funded priorities. However, the economic benefits of culture in Lithuania were not recognised by the Government until 2007 (Rindzevičiūtė et al., 2016) 2 . Vilnius, the capital of Lithuania, became the first Lithuanian city awarded the ECoC title in 2009. An analysis (Nechita, 2015, p. 105) reveals that no Lithuanian cities had bid for the title of ECoC in the period of 2013-2019.
Cohesion of Culture, Marketing and Sustainability
Culture, according to Opuku (2015) , could be treated as a key element for the sustainable development concept, while it is the bond capable of linking people's consciousness towards the built-up and the natural environment. Culture (in particular evolutionary culture) empowers people with the ability to understand the common world and its problems afresh. Culture can be considered as a sphere where individual and collective meanings are created with sustainable development as a core value (Sazonova, 2014) . As the authors agree that sustainable development requires a holistic attitude and a systemic way of thinking, culture thus becomes an indispensable tool for integrating new values and new modes of life, a novel pathway for the development of economics. Moreover, authors depict culture as the core of the new paradigm of sustainable development and sustainability. Soini and Dessein (2016) discussed the roles of culture in relation to sustainability and offered three framing representations of culture and sustainability (see Fig. 1 ). The three light circles represent three traditional sustainability pillars (social, economic and ecological) while the darkgrey circle represents culture. The first mode considers culture as if it were the fourth pillar of sustainability. The second mode refers to culture playing a mediating role in order to achieve economic, social, and ecological sustain-1 1 https://www.mindtools.com/pages/article/newSTR_79.htm ability. The third mode considers culture as a necessary foundation for meeting the overall aims of sustainability. In other words, culture is "a part of a constantly evolving process aiming for transformation" (Soini and Dessein, 2016, p. 9) .
According to Soini and Dessein (2016) , moving from the first to the second and to the third mode is a must for the complex shift to sustainability. The ideal result of this shift would lead to: a) the shaped or reshaped meaning of nature, considering it as a constituent of culture; b) completely new policies that intrinsically accommodate sustainability principles; c) new modes of self-governance or even meta-governance. While addressing the direction of the transformation to sustainability and defining the relationship between culture and sustainability in eight dimensions, Soini and Dessein (2016) neither try to give an answer to the question of how to undertake transformation, nor provide the tools to do so.
Eroglu and Picak (2011), Greblikaite et al. (2016) provide a reminder that culture is perceived as a set of shared beliefs, values, models of conduct, rules of coexistence and expected behaviours. Sustainability is also related to beliefs, values and behaviours (Bell and Morse, 2003; Senge and Smith, 2008; Epstein, 2008; Edwards, 2009; Sazonova, 2014; Giltrow, 2015) . Eroglu and Picak (2011, p.146 (Sazonova, 2014, p. 7) .
Agreeing with scientists such as Thaler and Helmig, (2013) , Senkus (2013), Pykett et al. (2014) , and Wró-blewski (2016), we state that social marketing is a very helpful approach for changing the values or behaviour of society. While the new mode -sustainability marketing -has evolved since the beginning of the 21 st century, we argue that this type of marketing might be a useful tool for transformation to sustainability in the framework of culture policy. Social marketing is included in sustainability marketing as it represents a social dimension. Ecological / environmental / green marketing (see in Belz and Karstens, 2005; Peattie and Belz, 2010; Nkamnebe, 2011; Rakic and Rakic, 2015; Lim, 2016) represents the environmental dimension, and business marketing represents the economic dimension.
Sustainability marketing today is not something new or unknown to marketing experts. As with other research areas, marketing has developed while reacting to the sustainability issues which have emerged. This process has been defined, researched and analysed by many authors (see Belz and Karstens, 2005; Peattie and Belz, 2010; Nkamnebe, 2011; Rakic and Rakic, 2015; Lim, 2016) . Sustainability marketing requires innovative (systemic) thinking of marketing managers and a long-term orientation (Peattie and Belz, 2010). According to Rakic and Rakic (2015) , sustainability marketing is oriented towards the whole community, its social goals and the protection of the environment. It requires the engagement of national and local governments, organisations and population as well as the necessary capital (human, financial, infrastructural, etc.). A set of characteristics is related to sustainability marketing including economic, environmental, social, ethical, and technological dimensions (Lim, 2016) as well Soini and Dessein (2016, p.6) as transformation potential of marketing activities (Peattie and Belz, 2010) .
The above concepts need to be employed in practice by local, regional or national governments while announcing sustainability goals. We argue that the EU's interdisciplinary initiative of the ECoC, which integrates all three conceptual aspects (i.e. culture, sustainability and marketing), could play a significant role in fostering the idea of sustainability with more significant power.
The European Capital of Culture Programme
The political initiative of the ECoC has evolved greatly since its beginnings in 1985. It is strongly believed that the ECoC significantly maximises social and economic benefits, especially when the events are embedded as a part of a long-term culture-based development strategy of the city and the surrounding region. The integration of the Programme into long-term city strategy is encouraged, as it has a sustainable impact on local economic, cultural and social development (Turşie, 2015) . Therefore, most cities already emphasise longterm cultural, social and economic impact while bidding for the ECoC title (Nechita, 2015) . The integration of the Programme into long-term strategies, furthermore, might foster polycentric spatial development involving peripheral (rural or former urban) areas around the bidding city and make them (and thus the entire area) more attractive for business investments, new inhabitants and tourists (Nemeth, 2010) .
The real and responsible integration of the Programme in an overall development strategy could, according to Richards (2000, p.12) , serve as a guard "against the development of 'festivalisation' which threatens their cultural sustainability". This Programme, with its obligatory means of marketing, might also be perceived as a perfect outlet for the integration of different (complex) sustainability aspects into the development of the city.
Indeed, the value chain of cultural events with further commercialisation (e.g. Consumer city (Glaeser et al., 2001) ) creates positive economic outcomes (for income and employment), but also meets with opposition (van Aalst and van Melik, 2012). There are authors (Aubert et al., 2015; Nechita, 2015; Draghici at al., 2015; Steiner et al., 2015) who emphasise several negative aspects or difficulties, such as the underestimation of costs and the overestimation of possible benefits; fewer comprehensive changes; difficulties in measuring the economic and social impact, the lack of long-term sustainability projects; a lack of finance to support the new cultural infrastructure both following the year of the ECoC and later from a long-term perspective; the negative effect on the wellbeing of the regional population, etc.
As announced by the Commission responsible for such matters (Commission staff working document, 2012): "the European Union has a moral and legal obligation to take action to promote and safeguard cultural diversity", especially since the UNESCO Convention on the Protection and Promotion of the Diversity of Cultural Expressions came into force in 2007. All planned cultural events must reflect contemporary life, emphasising the unique culture and cultural heritage of the city. Each year two cities from the Member States are chosen to hold the title. According to Herrero et al. (2006 ), Boland (2010 , Lamza-Maronić et al. (2011) and O'Callaghan (2012) , the title awarded to the city creates the conditions for raising the international profile of a city; implementing programmes for cultural activities and art events; long-term cultural development; strengthening communications in the city; attracting domestic and foreign tourists; enhancing feelings of belonging and self-confidence; the growth and expansion of the local cultural audience; creating a festive atmosphere and new cultural facilities; urban redesign; and the regeneration, rebranding and repositioning of the city. The title, furthermore, may help with drawing "a new development path" if "struggling with an economic, social and identity crisis" (Aubert et al., 2015, p. 27) as well as the transformation of "the local population from the consumers of the city into creators of the city" (ibid, p. 28) or a shift to the concept of culture-led regeneration, which is stimulated by young organisers and entrepreneurs (Hudec and Džupka, 2016) .
These obvious benefits (both economic and social) explain such a fierce battle for the title, for which the young democracies of the post-Soviet countries are also eager to bid. We see, therefore, Poland, Estonia, Romania, Slovakia, Bulgaria, Croatia, Hungary, and Lithuania (a total of 10 young democracy countries from 28 candidates overall in the period of 2020 -2033) in the list of ECoC candidate countries (Lamza-Maronić et al., 2011) . The "Melina Mercouri Prize" of 1.5 million Euro awarded by the Commission seems to be quite an attractive incentive for these countries.
ECoC regulation analysis
Sustainability requirements and progress evaluation An analysis of the ECoC documents (application forms, studies and reports) reveal that the requirement of sustainability had not been included in primary documentation. Palmer's report (Palmer/Rae Associates, 2004) states that local initiatives were more sustainable than those attracting large audiences, and most projects from the reporting period (1995) (1996) (1997) (1998) (1999) (2000) (2001) (2002) (2003) (2004) are not sustainable over time. Respondents emphasised that, despite the huge levels of investment and activity, they rarely seem to have been matched by longterm development. The ECoC had not been part of a sustainable strategy for the city. Therefore, the advice arising out of the Report includes recommendations to distinguish between short-term and longer-term impacts, to recognise the implications of approaches for maintaining sustainable initiatives, and to create sustainable programmes.
As a result, the Creative Europe Programme, which has replaced the above-mentioned Programme recently, already pays special attention to promoting smart, sustainable and inclusive growth while promoting European cultural diversity. Sustainability is considered to be a prerequisite for the new selection criteria. Applications from candidate cities need to be embedded in a long-term strategy for cultural development, and to include plans for building sustainable partnerships with the economic and social sectors (Commission staff working document, 2012) .
The Guide for cities preparing to bid for the ECoC title in the period of 2020 -2033 draws attention to the fact that successful ECoCs have used the title for general development producing sustainable cultural, social and economic impact. They embedded the programme's activities into the city's overall strategy, developing links between culture, education, tourism, territorial planning, social services, etc. (European Capitals of Culture, 2014). The potential candidates, therefore, are asked to show their cultural and city strategy in their bid-books as well as to have broad and strong political support and a sustainable commitment from the local, regional and national authorities (European Capitals of Culture, ibid, p. 11).
Marketing requirements and evaluation of progress
An analysis of the primary ECoC programme documents (the application form, studies and reports) show that despite the fact that there were no strict requirements for marketing the ECoC programme, "most of the host cities made considerable investment in marketing" (Palmer/Rae Associates, 2004, p. 128) . The study by Garcia and Cox (2013) revealed that marketing strategies currently look more sophisticated and are usually treated as a priority which is supported by a significant part of the total budget.
However, the Palmer Report (Palmer/Rae Associates, 2004) states that cultural events were mostly not interrelated and, therefore, promoted separately as isolated events. This fragmentation of the cultural programme led to the lack of overall understanding of the programme in many ECoCs, which is why some respondents emphasised the importance of assigning more money to overall complex marketing, perceiving it (together with communication) as one of the priorities in the ECoC. No word of marketing regulation, however, is mentioned in the Commission staff working document of 2012 (Commission staff working document, 2012).
Some key inscriptions concerning marketing occur in the common Guide for cities preparing to bid (European Capitals of Culture, 2014, p. 22) . Marketing and communication is perceived here as a key function, which seems to be treated as increasing online activity. The role of informing wide audiences about ECoC as a comprehensive action of the Union is also seemingly allocated to marketing. However, it is followed by the only requirement noted -namely that "The marketing and communication of the ECOC give due prominence to the ECOC as a European Union action" (European Capitals of Culture, 2014, p. 23) . Working relationships between the ECoC team and the marketing and tourism departments of the city are required. However, not a single word can be found on sustainability or sustainability marketing.
As already mentioned in this paper, marketing should comprise means which target both visitors and locals. While describing the outreach (European Capitals of Culture, 2014, p. 12), the Guide emphasises sustainability as a requirement or condition for the creation of new and sustainable opportunities for all citizens to be involved and attend cultural activities. Furthermore, the overall strategy for audience development, with links to education and schools' participation, is obligatory for applicants. The authors of this study argue that better conditions for sustainability marketing could hardly be found. All that is undoubtedly needed is to have a sustainability marketing orientation, which is common for sustainability marketing experts but usually unfamiliar to those who are responsible for bidding and implementing the ECoC programme.
Methods and procedures
Selection of the ECoC applications. For research purposes, the two candidate cities for the title of ECoC 2022 (Kaunas and Klaipėda) were chosen according to the following criteria:
• the former post-Soviet industrial cities are in transition, meaning that some developmental components are disappearing, paving the way for new ones; • Lithuania's sustainable development strategy was renewed in 2009, meaning that the authorities of both cities should take care of the strategy's implementation issues; • sustainable public finance of candidate cities for the ECoC title; • both cities have experience in the coordination and sound organisation of big annual international events (e.g., Kaunas Jazz festival, Klaipėda Jazz festival, Klaipėda Sea festival, or Hansa days in Kaunas) .
Vilnius, the capital of Lithuania, was awarded the title in 2009. In July 2015, six Lithuanian cities (Anykščiai, Jonava, Kaunas, Klaipėda, Plungė, and Rokiškis) submitted applications for the first stage. Finally, two cities -Kaunas (the 2 nd largest city) and Klaipėda (the 3 rd largest city) -competed for the title (Figure 2 ). Kaunas was chosen as most suitable for the award and will hold the title of the cultural capital of Europe in 2022.
National political support for the ECoC was provid-Organizacija, Volume 51 Number 1, February 2018 Research Papers ed through taking a decision at the national level on the amount of the financial contribution up to 50 percent of the programme budget (not exceeding 10 million euros, with no capital investment). Politicians from the Kaunas city and Kaunas district municipalities agreed on the programme budget of 16 million euros in total (12 million and 4 million euros, respectively). As for the Klaipėda city application, the three cities decided to allocate almost 16 million euros (the three cities of Klaipėda, Palanga, and Neringa sharing, respectively, 15 million, 700,000 and 243,000 euros). While the above figures show a similar contribution from the respective municipal budgets, the total amount for the overall implementation of the Programme, however, is not equally allocated (see Fig. 2 ).
Klaipeda planned to attract more funding from sponsors. From the previous title-winners' experience, this part of the budget usually ranges from 8% to 28% of the total budget (Milton Keynes Council, 2015) .
Research methodology is based on the comparative analysis of the applications of the respective cities. The budgets of both candidate cities are compared, aiming to emphasise political attitudes to the ECoC and its marketing.
The category of culture is not included in the research as we agree with Sazonova (2014) and Soini and Dessein (2016) who consider culture as the foundation, basis or "space" for meeting the overall aims of sustainability. The category of politics is also excluded because the initiative of the ECoC itself is political in its origins. The political aspect is a must according to the rules of the Programme.
For the implementation of comparative research, the Triple Bottom Line (TBL) methodology is used as the methodological foundation. The TBL is usually "used for measuring performance in relation to economic, social and environmental parameters" (Golob et al., 2015, p. 73) . Research into sustainability and sustainability marketing (as these are systemic in their origins) can easily proceed while using the TBL methodology 3 as the latter is based on the interrelation between the three main sustainability dimensions: social, ecological/environmental and economic, also defined as the "3P", i.e. People, Planet, Profit.
The TBL methodology is implemented using the content analysis method as a tool. The classical version of the content analysis is used while calculating the core words (sustainability, ecology, marketing, sustainability marketing) and analysing the context of the usage of sustainability and sustainability marketing. The following research structure is applied:
statements with the words sustainable and sustainability are counted and compared excluding the template phrases; phrases related to sustainability aspects based on the "3P" categories are analysed, aiming to express and compare balance among all three dimensions of sustainability in both applications, including the category of sustainability as well. Specific subcategories have been chosen to count under each of the P's (see Table 1 ). The calculation of the categories and subcategories is implemented using the ATLAS.ti software programme (the programme calculates and displays the amount of each single word in both applications; all the words (subcategories) related to every P are chosen subjectively by the authors). The results of the calculation are displayed and compared in the radar diagram.
The outcomes (data) of the content analysis are then used for the elaboration of the qualitative multi-attribute model using the DEX methodology. The model of sustainability marketing is based on theoretical definitions of the subject and following the recommendations of the DEX methodology as proposed by Bohanec (2015) and Golob et al. (2015) . For this purpose, a primary hierarchical model of sustainable marketing (as a helpful tool for the decision-makers in the awarding procedure) is elaborated.
The model is based on qualitative variables while choosing a core attribute, basic and aggregated sub-attributes, and is tested for the evaluation of the marketing sections of the analysed applications. The three-grade scale is applied for the assessment of the presence of an appropriate sub-attribute or its equivalent (congruent in meaning). Due to the limited inscriptions (the largest number of statements in a single sub-attribute does not exceed 10) we chose to use a scale from 0 to 10 (as described in Table 2 ).
The model is developed using the DEXi software programme. The results are compared while displayed in the evaluation table that is composed using DEXi modelling.
Although TBL methodology allows organisations to rearrange their activities in a sustainable manner, there are some difficulties in measuring the impact they have on the social environment and nature (Slaper and Hall, 2011) . TBL methodology has several limitations (Sridhar and Jones, 2013):
• social and environmental performance is unique in every situation and is difficult to quantify; • it lacks the ability to aggregate the results across the three principles of TBL; • the three separate accounts cannot easily be added up. It is difficult to measure the planet and the people in the same terms as the profits; • it is more useful for business organisations.
An analysis with DEX methodology and the DEX-I programme also led to some limitations. The modelling of basic and aggregated attributes is limited to three as "too many descendants cause a combinatorial explosion on the size of corresponding utility functions" (Bohanec, 2015, p. 14) . Therefore, the hierarchical model of sustainability marketing is based on the most important attributes (in our subjective understanding and choice). The limited options in the scale menu and recommendations such as "use the least number of values <…> two to four" limited the development of the sustainability marketing model as well.
Results
While analysing the applications of the candidates, it appeared that candidates have different goals while acting as the ECoC and implementing the associated cultural programmes. Kaunas treats the ability to create a unifying identity and to become a contemporary capital as the main goals, while Klaipeda, on the other hand, recognises itself as a province and wishes to return life to the city via cultural events. Both candidates mostly emphasise the social dimension and cultural needs for society.
Different models of initiation of the ECoC have been , 2006) . The previous experience of some other candidate cities (for instance, Cardiff) have shown that the rationale to take part in the competition is exclusively connected with marketing and born in the marketing department of the city (Griffiths, 2006) . Kaunas' initiative to bid for the ECoC title, however, started from a group of various independent representatives. The group applied to the Kaunas city council and received unanimous support from the very beginning. As for the city of Klaipeda, the initiative for seeking the ECoC title had already been included in the "City Strategic Action Plan for 2013 -2020". This imperative for successful participation has been used in the case of Liverpool, where local strategies were linked to the ECoC competition (Griffiths, 2006) . The consistent orientation of the city of Klaipeda towards this may be proved by the fact that Klaipeda won the title of the Lithuanian Capital of Culture in 2017.
Despite the different origins of the initiative, both cities provided clarification of the Programme inclusion in their long-term strategies. We argue, therefore, that close cohesion between the ECoC programme and the sustainability approaches would occur if any of the latter were strategically planned. A deeper analysis of the respective documents, however, revealed somewhat weak integration of sustainability and its marketing approaches into the Programmes (see Table 3 ).
The results of the analysis that are presented in the 3 rd table enable us to affirm that the attitude of the candidate cities towards marketing differs markedly. Even though both cities have planned various means of marketing reflecting all seven groups, the analysis of the marketing spectrum revealed that Klaipeda has described the more detailed and more accurate marketing strategy. These findings raise the question: what affected the different choice of the two cities? The explanation could be that Klaipeda, as the third city in Lithuania, undoubtedly needs to search for an exceptional competitive advantage; nonetheless, the influence of the ruling party's ideology could be felt as well (due to the long-term political governance of the liberal party, citizens are treated or even valued as consumers).
Comparative analysis revealed most inscriptions to be similar (e.g., bilingual websites, virtual platforms, computer games, outdoor stands, logos on transport vehicles, etc.) . Both cities, however, offered some different marketing means (e.g., Kaunas: marketing via sport, flying balloons, a hedonometer for evaluation, and word of mouth; Klaipeda: exposition of national costumes, post cards, post stamps, cultural passport, SMS, and meeting points). It becomes obvious while analysing the respective proposals that Klaipeda's marketing strategy includes more traditional means than Kaunas, which mostly opted for digital capabilities, thus fulfilling the requirements of the Guide (European Capitals of Culture, 2014).
The huge variety in terms of marketing means would be highly beneficial for sustainability marketing, if only such requirements were included in the Programme Guide or sustainability as an aim were seriously considered in the cities' strategies. The results of the content analysis enable us to state that neither one nor the other exist de jure. Moreover, in terms of the previously discussed context, we see that none of the applicants even attempted to change the perception (i.e. brand) of the city as with Liverpool (Boland, 2010) and/or to market the city as Lithuania's centre of culture, which could increase the country's international competitiveness.
The content analysis revealed the emphasis to be on People (i.e. the social aspect) in both applications. This category covers around 600 words (e.g. society, community, citizens, residents, youth, etc.). Conversely, there is close to zero mention of Planet (i.e. the environmental or ecological aspect) and the category of sustainability. The scale (see Fig. 3 ) reveals that division among the categories looks very similar in both applications, with the greatest focus on People. Despite several questions dedicated to sustainability (Application template questions No. 5, 7, 17, 20 and 47) the category of sustainability is reflected Agreeing with the definition of sustainability marketing and following the recommendations of the DEX methodology (as proposed by Bohanec, 2015) we developed a primary hierarchical model of sustainable marketing that could serve as a helpful tool for decision-makers while choosing the winner of the ECoC title (see Fig. 4) .
Sustainability marketing is a core attribute in the model and represents the main output. The lowest or basic attributes represent inputs of the actions, while the intermediate attributes (the aggregated ones) represent intermediate results. In reality, the model could be further developed involving different decision-makers or their groups that have different and sometimes even conflicting goals (see, e.g., Bohanec, 2015) . Furthermore, the model has been tested by evaluating the marketing sections of the analysed applications. The results of the evaluation (calculated using the DEXi software programme) are presented in Table 4 .
According the results of the evaluation, it is evident that the marketing section of the Kaunas application refers slightly more to sustainability than the corresponding section of the Klaipeda application. Despite the better position of social marketing, the other two equally important parts of the marketing section (i.e. environmental marketing and business marketing) are equally poorly expressed in the applications.
The results of the overall research, therefore, lead to the conclusion that sustainability marketing is misused in both applications. 
Discussion
Despite the fact that authors assign different models of relations between culture and sustainability, it has already been proven that culture plays a very important role and might be helpful in terms of sustainable development. The analysis of the ECoC regulations and reports revealed the Programme to still be quite weak in the integration of sustainability aspects overall.
According to Soini and Dessein (2016, p. Fig. 1 ). The decisions and actions of the responsible authorities are of great importance to such a change.
We thus emphasise the necessity of reviewing the aims and objectives of the ECoC's documents while integrating more linkage to the overall sustainable development. Admitting the power of marketing, the ECoC should clearly interrelate culture and sustainability, providing a coherent marketing strategy (sustainability marketing) grounded on sustainable thinking. The employment of experts and appropriate decision-making support systems in sustainable development would lead to the achievement of this goal; while the inclusion of joint culture -sustainability marketing means as the assessment criteria for the determination of the winners of the ECoC title could be worth discussing further.
Conclusions
It has already been proven that sustainability as a common global idea should be integrated in both individual and societal beliefs, values and behaviours. Culture, being perceived as a set of shared beliefs, values and expected behaviours, could then become a key element in empowering people with the new understanding of the common world and its problems, or with the impetus to focus on sustainability in other words.
The proper integration of cultural policy into the overall development of the social system may impact and change cultural values and beliefs, shifting them towards sustainability and sustainable behaviour. The ideal result of this shift would shape or reshape the meaning of the natural environment, considering it a constituent of culture, and would lead to completely new policies accommodating sustainability principles as well. This shift could also raise new modes of self-governance or even meta-governance.
Political decisions and actions are mostly important for sustainability and sustainable development. Regional and local strategies should include policies which involve and engage citizens into collective or individual sustainable actions and lead to sustainable behaviour or even transformation into a sustainable society living within sustainable self-governance.
Improving sustainability in the appropriate territory is possible while serving as the European Capital of Culture. The ECoC Programme may play an important role while shifting to the new mode of development. The marketing of the Programme is described as a comprehensive action.
Marketing should be oriented to the entire community, its social goals and the protection of the environment, and should both include all sustainability aspects and be promoted by using various means of marketing.
Sustainability marketing is therefore of great impor- 
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